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Abstract 
 
This article considers skill requirements in retail work, drawing on the example of high-end 
IDVKLRQUHWDLOLQJ,WFRQVLGHUVGHEDWHVDERXWWKHUHTXLUHGµVRIW¶DQGµKDUG¶VNLOOVIRU such work. 
'UDZLQJRQ&RFNEXUQ¶s (1983) typology of: skill residing in the worker; in what is required to 
perform a job; and as a socially constructed political concept, it seeks to offer more nuanced 
discussion of the nature of skills in retail work beyond the usual characterisation of such work 
as being inherently low skilled. Data is reported from 37 interviews with managers, supervisors 
and employees in a range of high-end fashion retailing outlets. The article recognises how this 
work was seen as skilled by the interviewees, particularly with regard to the desired product 
knowledge and selling ability required for such work. Lastly, it VHHNV WR UHILQH&RFNEXUQ¶V
typology in understanding skill requirements in retail work.  
 
Keywords: retail work; high-end fashion retailing; soft and hard skills 
  
3 
 
Corresponding author: 
Dennis Nickson, Department of Human Resource Management, Strathclyde Business School, 
University of Strathclyde, 199 Cathedral Street, Glasgow G4 OQU, UK. Email: 
d.p.nickson@strath.ac.uk 
  
4 
 
Introduction 
 
This article seeks to engage with on-going debates about the nature of skill in interactive service 
work by considering skill requirements in high-end fashion retailing. Retail work is usually 
VHHQDVXQGLIIHUHQWLDWHGDQGµORZVNLOOHG¶ (e.g. Bozkurt and Grugulis, 2011), but others have 
highlighted differences between the service offering in different sub-sectors or market 
segments (e.g. Mason and Osborne, 2008). In the specific context of fashion retail Pettinger 
(2004) suggests that the personal service required in some market segments may indeed possess 
recognisable elements of skill. There has, however, been little work to date that systematically 
examines the skills content of such work. Although a recent study posits the degradation of 
skill in retail department stores (Ikeler, 2015), ZH ZRXOG DUJXH ,NHOHU¶V VWXG\ does not 
holistically address the skill content of these jobs, focussing primarily on emotional labour. For 
example, the manner in which product knowledge is subsumed under emotional labour by 
Ikeler neglects an alternative view of such work as being characteristic of harder, more 
traditional elements of skill in terms of having desired competence or knowledge (Lloyd and 
Payne, 2009). In addressing this gap, this article draws on Cockburn¶V (1983) work which 
articulates the multi-faceted dimension of skill: as residing in the worker themselves; in what 
is required to perform a job; and as a socially constructed political concept. The article therefore 
addresses a gap in engaging with calls for detailed, in-depth studies to highlight the potential 
diversity in the actual skill content of different front-line service jobs (Gatta et al, 2009; 
Korczynski, 2005). The article makes a particular contribution in demonstrating the complex 
nature of analysing the skills requirements of service workUHILQLQJ&RFNEXUQ¶VW\SRORJ\DVD
result.  
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The article begins by briefly considering the nature of retail work, highlighting the potential 
for variability within such work. The discussion then considers how skill may be 
FRQFHSWXDOLVHG RXWOLQLQJ KRZ &RFNEXUQ¶V W\SRORJ\ PD\ EH applied to high-end fashion 
retailing. It is recognised that high-end fashion retail employees must have an appropriate mix 
of both soft and hard elements of skill. For example, having the required aesthetic and 
emotional labour (Hochschild, 1983; Nickson et al., 2001; 2005) WRHQVXUHWKHµULJKW¶ORRNDQG
the ability to enact high quality customer service needs to co-exist with harder, technical 
elements, such as having and utilising extensive product knowledge. This mix of skills allows 
high-end fashion retailers to offer a PRUHSHUVRQDOLVHGVHUYLFHLQZKLFKHPSOR\HHVµVHOO¶QRW
just serve (Pettinger, 2004). The article reports data from 37 interviews with managers, 
supervisors and employees in 15 fashion retail outlets. The results indicate that high-end 
fashion retail work contains recognisable elements of skill and that workers see themselves as 
distinct, constructing their work as being more skilled than other retail workers. These factors 
do not, however, mean that these jobs attract an appropriate level of reward for the skill level. 
The article concludes by considering the implications of these findings for views about the 
skills content of retail work. 
 
The nature of retail work  
 
Retail employment represents about 10 per cent of employment in most developed countries 
(ILO, 2015):RUNLQJ LQ UHWDLO LVJHQHUDOO\SHUFHLYHGDVD µORZVNLOO¶RFFXSDWLRQZLWK ORZ
status, low pay and limited career opportunities (Bozkurt and Grugulis, 2011). We would, 
however, argue that this characterisation masks the variety of skills demanded by employers 
within the sector. This diversity can be seen in the many different sub-sectors in retail as well 
as different types of product market strategies, which in turn creates demand for workers with 
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different skills. Mason and Osborne (2008), for example, note the electrical retailers they 
studied sought to employ people for front-line jobs with a pre-existing knowledge of electrical 
goods, further developing this product knowledge through on-going training once employed. 
This expectation of significant product knowledge was compared with food retailing, where 
product knowledge played little or no role in the job of front-line employees (ibid). In terms of 
product markets, Pettinger (2004) identified how the differentiation of retail fashion brands has 
DQLPSDFWRQWKHVHUYLFHRIIHULQJWKHVNLOOVDQGDWWULEXWHVGHPDQGHGRIWKHµLGHDO¶ZRUNHUDQG
consequently, the labour processes they enact. She XQSDFNVWKHGHILQLWLRQRIµFXVWRPHUVHUYLFH¶
in fashion retail to identify three models ± self-service, routine service and personal service. 
With self-service and routine service there is limited engagement with the customer, for 
example processing transactions at the till. Pettinger (2006) suggests that self-service is the 
dominant form of retail sales in fashion clothing storesDUJXLQJWKDWµDJUHDWGHDORIWKHZRUN
GRQHLQUHWDLORXWOHWVLVDLPHGDWHQDEOLQJVKRSSHUVWRVHUYHWKHPVHOYHV¶S&RQVHTXHQWO\
µVRFLDOLQWHUDFWLRQVDUHQRWQHFHVVDULO\WKHGRPLQDQWDWWULEXWHRIWKLVIRUPRIZRUN¶LELGS
62). However, where a brand strategy demands more personal service, such as in high-end 
outlets, there are expectations that employees will enact a more personalised interaction with 
WKHFXVWRPHUWUHDGLQJµDGHOLFDWHOLQHEHWZHHQVHUYLFHDQGVHOOLQJ¶LELG7Ke question 
arises as to how these different service models may be analysed via the lens of skill, which we 
do next, drawing on the work of Cockburn (1983). 
 
Conceptualising the skills requirements of retail jobs 
 
The concept of skill was traditionally concerned with how µUHDO¶ or hard technical and craft 
knowledge was applied (Vallas, 1990: 391). Discussions of skill have, however, extended into 
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soft, social and interpersonal skills, which are central to interactive service work including 
retail (Gatta et al, 2009; Korczynski, 2005). Hurrell et al. (2013) define soft skills as, µnon-
technical and not reliant on abstract reasoning, involving interpersonal and intrapersonal 
abilities to facilitate mastered pHUIRUPDQFHLQSDUWLFXODUVRFLDOFRQWH[WV¶. The use of such skills 
in service settings has been captured within concepts such as emotional and aesthetic labour 
(Hochschild, 1983; Warhurst and Nickson, 2007a). These respectively refer to employer 
FRPPRGLILFDWLRQ RI HPSOR\HHV¶ HPRWLRQDO DQG SK\VLFDOFRUSRUHDO GLVSOD\V WR DGG YDOXH WR
service encounters and to represent the desired image of the organisation. Service employees 
are thus expected to behave and present themselves in a way consistent with the organisational 
context within which they work. There are critics who view discussions of soft skills within 
VHUYLFHZRUNDVGHYDOXLQJWKHFRQFHSWRIVNLOOGXHWR WKHVHEHLQJVLPSO\SHUVRQDOµQDWXUDO¶
attributes (see for example Lloyd and Payne, 2009). Others have, however, argued that work 
reliant on soft elements of skill FDQLQGHHGEHYLHZHGDVµVNLOOHG¶LIV\VWHPDWLFDOO\DQDO\VLQJ
such jobs through established skills typologies (Gatta et al., 2009; Hurrell et al., 2013; 
Korczynski, 2005). We thus analyse the skills requirements of retail work via the typology of 
Cockburn (1983) integrating soft and hard elements of skill within this discussion. 
 
Cockburn (ibid: 113) presents a three-fold conceptualisation of skill. The first resides in the 
worker themselves, µ«DFFXPXODWHG RYHU WLPH ZLWK HDFK QHZ H[SHULHQFH DGGLQJ WR D WRWDO
DELOLW\¶WKLVSHUVSHFWLYHRIVNLOOWKXVUHIOHFWVDELOLW\DVDFTXLUHGWKURXJKOHDUQLQJNQRZOHGJH
and increased mastery. The second is the skill demanded by the job, µZKLFKPD\RUPD\QRW
PDWFKWKHVNLOORIWKHZRUNHU¶ZLWKWKHVNLOOFRQWHQt of jobs determined by content of work 
tasks and the control that workers have over the labour process. The third is skill as a political 
process such that workers, µcan successfully defend against¶WKUHDWVWRWKHLUVWDWXVDVVNLOOHG
8 
 
workers.  This typology can be usefully elucidated upon and applied to interactive service work 
and the case of high-end fashion retailing. 
 
When examining skill in the worker, differential requirements for contextual and product 
knowledge in service work raise the issue of the complementarity, or otherwise, between soft 
and hard elements of skill. Grugulis and Vincent (2009) highlight instances where soft skills 
may be seen as an alternative to harder, technical knowledge and expertise. However, these 
skills can co-exist and be used to differentiate service settings and skills requirements. Within 
WKH VSHFLILF FRQWH[W RI IDVKLRQ UHWDLO 3HWWLQJHU¶V  SHUVRQDO VHUYLce necessitates 
HPSOR\HHV¶ embodying the brand through highly developed aesthetic labour, the possession of 
selling skills and a high level of product knowledge. Consequently it could be argued that there 
is a degree of interdependence between the required soft and hard elements of skill, casting 
doubt on whether these are a dichotomy, hence the preference here to refer to these as soft and 
hard elements of skill rather than distinctive sets of skills in their own right. A combination of 
both elements of skill could contribute to the perception of high-end retail work as being 
skilled. 
 
Sociological analysis is particularly concerned with locating skill in the job through focussing 
on work structures and job requirements (Vallas, 1990). Here the skills content of work is 
viewed through task complexity, autonomy and discretion (Green, 2011). Within the context 
of interactive service work, Korczynski (2005) sees job complexity as related to the 
simplicity/difficulty of a job with regard to tangible (e.g. operation of equipment) and 
intangible elements (e.g. aesthetic and emotional labour). He supports the idea that interactions 
with customers may vary in complexity and, as such, work which requires employees to 
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diagnose and enact appropriate emotional labour can be skilled. Similarly, in considering task 
discretion, WKHUHLVDOVRVFRSHZLWKLQWKHRULJLQDOµVHUYLFHRIIHU¶IRUHPSOR\HHVWRXVHGLVFUHWLRQ
in selecting appropriate emotional labour and selling techniques. In retail, Ikeler (2015) 
GLIIHUHQWLDWHVEHWZHHQµVHPL-VNLOOHG¶DQGµGHVNLOOHG¶GHSDUWPHQWVWRUHHQYLURQPHQWVZLWKWKH
former involving higher task complexity and autonomy. The personalisation required in 
3HWWLQJHU¶V personal service would also be expected to coincide with a greater degree of 
complexity, autonomy and discretion, which could be seen as a distinctive and skilled kind of 
interactive service work. 
 
When considering skill as a political concept, 9DOODVQRWHVWKDWµWKHODEHOOLQJRI
FHUWDLQMREVRURFFXSDWLRQVDV³VNLOOHG´UHIOHFWVDZLGHDUUD\RIVRFLDODQGLGHRORJLFDOSURFHVVHV
TXLWHDSDUWIURPWKHGHPDQGVRIZRUNHUV¶WDVNV¶,QD:HEHULDQVHQVHZRUNHUVPD\VRFLDOO\
construct their own job as skilled in order to secure social closure or status (ibid). Workers 
derive internal self-esteem and worth through a sense that they are doing skilled, meaningful 
and autonomous work (ibid). Workers may, therefore, be keen to highlight the relative worth 
and value of their employment. The political process of skill is also used to socially value 
certain work and decide who is suitable for it. Much research has been done on how skills are 
valued by gender (Green, 2011&RFNEXUQ¶VPDOHSULQWHUVIRUH[DPSOHIHOWwomen incapable 
of traditional highly skilled typesetting tasks and railed against the µGHJUDGLQJ¶feminisation of 
their profession allowed by computerisation. Others have argued that ethnicity and class, as 
well as gender, are used by employers to determine DµVNLOOVILW¶ZKHUHLQSDUWLFXODUJURXSVRI
workers are deemed to suit particular kinds of jobs (Warhurst et al., 2016). The manner in 
which employers seek this fit is suggested to be particularly pronouncHGIRUµFRRO¶µGHVLUDEOH¶
RU µIDVKLRQDEOH¶ KLJK-HQG UHWDLO EUDQGV ZKHUH DQ DWWHPSW LV PDGH WR DSSHDO WR HPSOR\HHV¶
identities as consumers, creating what Williams and Connell (2010: 354GHVFULEHDVµZRUNHU-
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FRQVXPHUV¶ (see also Besen-Cassino, 2014 and Gatta, 2011). These studies provide evidence 
of employers seeking a particular embodiment of skills fit and employing white, middle class 
students who are felt to have the desired soft skills for such brands. A concern, therefore, 
remains that in socially constructing skill, employers may be reinforcing class and racial 
privilege (Warhurst et al., 2016). 
 
We argue then that the retail sector has significant variety with regard to the type of work, 
workers employed and the required elements of skill. More specifically, in fashion retail we 
argue, drawing on and extending the work of Gatta (2011), Pettinger (2004) and Williams and 
Connell (2010), that there are differences in price, service model and the type of employees 
deemed to best represent that model. With regard to price, we distinguished between cheap; 
affordable/mid-range; high-end and luxury. In terms of service model, there are differences 
between the high street (where there is some service if customers seek it, but little requirement 
for product knowledge ± mirroriQJ3HWWLQJHU¶VVHOI- or routine service) and high-end, where 
there are raised expectations regarding quality of service, product knowledge and levels of 
employee discretion PLUURULQJ3HWWLQJHU¶VSHUVRQDOVHUYLFH. This latter model may contain 
elements synonymous with skill. Employees in high-end fashion retail are expected to have 
soft elements of skill HQFRPSDVVLQJDHVWKHWLFDQGHPRWLRQDOODERXULHKDYLQJWKHµULJKW¶ORRN
an appropriate personality and selling ability) as well as harder, technical elements of skill (i.e. 
having a high level of product knowledge). That is not to say that we can unproblematically 
and objectively analyse skill, as who is considered suitable for certain jobs, and the true nature 
of skill involved will be affected by managers¶ and workers¶SROLWLFLVHGsocial constructions. 
 
Methods 
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The focus for this research was on high-end fashion retailers in Glasgow and Edinburgh. Both 
cities are acknowledged as being important retail centres in the UK, with Glasgow second only 
to London based on comparison spend (Experian, 2016). We acknowledge that there is some 
debate about what demarcates high-end from high street, with no definitive classification on 
what constitutes these differing retail segments in terms of turnover, average product prices, 
differentials in wages paid to employees and so on. That said, we did attempt to clarify what 
denoted high-end from high street drawing on a range of literature. For example, Williams and 
Connell (2010: 350) suggest high-end retailers are those µEHWZHHQWKHPDVVGLVFRXQWHUVDQG
OX[XU\PDUNHW¶. Similarly, Quinn et al. (2007) recognise the difference between general fashion 
clothing retailers typically located in city centres, offering a mid to low-priced retail offer and 
designer retailers who offer much higher-priced products. 
 
To generate a sample, members of the research team went RQ D µZDON DURXQG¶ WKH PDLQ
shopping areas in the city centre of Glasgow and Edinburgh, and assessed a variety of different 
stores in terms of the quality and pricing of goods and service level in order to determine 
whether they were high-end retailers. As our central concern was to examine employee skills, 
including selling ability and product knowledge, we explicitly looked for evidence of personal 
service as identified by Pettinger (2004). We then examined the retailerV¶ZHEVLWHVWRFRQILUP
that they identified as high-end. Ultimately, participants were recruited by visiting the store, 
speaking to the store manager and staff about the research project and inviting their 
participation. Fifteen brands in total participated in the research. All brands operated 
internationally and had an online presence. All sites, bar one which was operated under licence, 
were company-owned. Six of the brands were womenswear fashion stores, two were menswear 
DQGVHYHQRIIHUHGPHQ¶VDQGZRPHQ¶VFORWKLQJ ,QWRWDOLQWHUYLHws were undertaken (18 
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managers, two supervisors and 17 employees). Store managers were aware of which employees 
were interviewed, though interviews were conducted away from managers.  
 
The age of participants ranged from approximately 19-50, the gender ratio was 70:30 female 
to male and 60 per cent of participants were university educated, with nine of the front-line 
staff being graduates. All managers and supervisors and almost half of the employees worked 
full-time. Interviews lasted between 30-90 minutes and were recorded and transcribed. The 
data from the interviews was analysed using NVivo, with a coding framework developed from 
the interview schedule, which considered work history, attraction to the job and the firm, 
recruitment, skills and knowledge required, training and development opportunities, and 
performance management. For the purposes of this article the findings are structured around 
&RFNEXUQ¶V (1983) notion of skill in the worker; skill in the job; and skill as a socially 
constructed political concept. However, as the analysis progressed it became clear that it was 
not useful to separate skill in the worker from skill in the job. If a job allows skill in the worker 
to accumulate over time via knowledge, experience and mastery (as Cockburn suggests), the 
requirements of the job then become embedded in the skills of worker. For this reason the 
findings for these two dimensions of skill are structured to reflect elements of skill in the worker 
which they brought to the job and elements of skill developed and utilised on the job itself.  
 
Elements of skill in the worker brought to the job 
 
In evaluations of skill in the worker, a series of proxies ± such as educational qualifications and 
prior work experience ± usually operate to distinguish skill levels between workers. However, 
high-end fashion retail, like the rest of the retail industry, does not require educational 
qualifications at the point of entry to the industry (Gatta, 2011; Nickson et al., 2012; Williams 
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and Connell, 2010). That said, with the exception of some of the older interviewees, the 
majority were university educated or were current students. 
 
The selection criteria for suitable skills were position dependent too. For entry level part-time 
sales positions, µpersonality¶DQGILWZLWKWKHWHDP awareness of, and fit with, the brand; and 
availability to work were more important than prior experience. Employers thus sought soft 
and hard elements of skill alongside pragmatic considerations, such as availability. For full-
time roles retail experience was preferred, and for management roles, required. For high-end 
UHWDLOHUVµbrand ILW¶ZDVNQRZOHGJHRIDQGLGHQWLILFDWLRQZLWKWKHEUDQGZKLFKWUDQVODWHGDV
DQ DSSUHFLDWLRQ IRU µTXDOLW\¶ SURGXFWV DQG VHHPV WR PLUURU :LOOLDPV DQG &RQQHOO¶V 
QRWLRQRIµZRUNHU-FRQVXPHUV¶. Some respondents reported knowledge of fashion that existed 
independently of their employment. As one supervisor noted: 
 
<RX¶OOILQGWKDWPRVWRIXVZLOONQRZDERXWWKH>KDQG@EDJVWKDWDUHFRPLQJRXWEHIRUH
WKH\¶YHWROGXVLQVWRUHEHFDXVHZHIROORZEORJV[«] 7KHUH¶VWKLQJVOLNH3XUVH)RUXP
VRZH¶OONQRZZKDWFXVWRPHUVDUHVD\LQJDQGZKDWWKH\¶UHJRLQJWRFRPHLQWRXVZLWK
[«] :H¶UHDOOEDg geeks to be perfectly honest! 
 
Our research highlighted WKDWµILW¶ZDVDOVRDERXW having appropriate personal attributes with 
regard to the required aesthetic labour and µULJKW¶ORRNWRZork in high-end fashion retail. In 
fashionable youth focused brands, the lRRNZDVHTXDWHGZLWKEHLQJJRRG ORRNLQJ µZLWKRXW
sounding pretentious and arrogant [«] you need to look good. [«] <RX ZRXOGQ¶W JLYH
VRPHERG\ZKRZDVQRWJRRGORRNLQJDMRE¶VXJJHVWHGRQHHPSOR\HH8VXDOO\WKRXJKWKHUH
ZDVOHVVVWUHVVRQEHLQJJRRGORRNLQJEXWLQVWHDGRQEHLQJµDOZD\VZHOO-pUHVHQWHG¶HPSOR\HH) 
and appropriately reflecting and embodying the brand, which could be considered as a skill 
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informed by contextual knowledge rather than simply personal attributes (Pettinger, 2004). 
With regard to emotional labour, all interviewees articulated the importance of personality as 
a key attribute to work in high-HQG UHWDLO µif you have the right people, with the right 
personality, the right attitude and the right interpersonal skills they ZLOO VHOO¶ RSLQHG RQH
manager. 
 
Elements of skill in the worker developed and utilised through the job 
 
Our findings highlight that a fundamental skill demanded by the job in high-end retail was the 
ability to sell expensive products. In order to ensure that employees were able to meet the 
demands of the job most organisations prescribed practical sales skills. All stores had a sales 
process and employees in each store recited a series of steps of selling, known by a range of 
titles and acronyms. OQHVWRUHKDGWKHµILYHSRLQWSODQ¶DQRWKHUµVL[GHJUHHVRIVHOOLQJ¶ZKLOVW
another structured the service encounter DURXQGWKHLGHDRIµ*27)$7± greet, observe, talk, 
ILWDVVLVWDQGWKDQN¶One store manager explained this process asµvery much the journey of 
the customer [«] staying with them throughout and then finishing the sale [«] someone could 
be with a customer from anything from 20 minutes or up to three hours¶ 
 
$OORIWKHUHWDLOVWDIILQWHUYLHZHGGLVFXVVHGWKHQHHGWRµUHDG¶FXVWRPHUVDVDWDFLWVNLOO7KH
ability to read people resulted in employees adapting the sales process to suit the customer: 
 
,WKLQN\RXFDQOHDUQVHOOLQJVNLOOVEXWZKHWKHU\RX¶UHDSHRSOHSHUVRQRUQRW\RXKDYH
to have that [ability to read the customer], because every customer that walks through 
the door is giving you opportunity [«] VR\RXQHHGWR>«@ NQRZH[DFWO\ZKDWWKH\¶re 
wanting. (Employee). 
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Reading customers was achieved by observing body language to ascertain the level of service 
UHTXLUHG,WZDVDSSDUHQWWKDWDVSDUWRIµUHDGLQJ¶FXVWRPHUVLQWHUYLHZHHVVSHQWFRQVLGHUDEOH
WLPHµMXGJLQJSHRSOHREVHUYLQJSHRSOH¶(mployee), although it was suggested that this did 
not mean that all sales people were judgemental or that they stereotyped customers. 
 
Product knowledge 
 
In order to meet customer needs and the skills demanded by the job, namely to sell high priced 
goods, it was essential that employees had significant levels of product knowledge. A number 
of the interviewees considered their previous retail work experience in high street stores and 
agreed that significantly more product knowledge was required to work for a high-end retailer. 
This was centred upon detailed knowledge of the features and benefits of products. Often the 
range of information required was extensive, with one store supervisor rHFRJQLVLQJWKDWµZe 
QHHGWRNQRZWKHQDPHVRIRXUJDUPHQWVEDVLFDOO\:KDWWKH\¶UHPDGHRIKRZ\RXZDVKWKHP
LILW¶VGU\FOHDQDQGDOORIWKDW(YHQZKHUHWKHPDWHULDO¶VFRPHIURPZKHUHWKHLUVRXUFHLV
from¶. This need for knowledge extended across all employees and was viewed, according to 
RQHVWRUHPDQDJHUDVµMXVWDVLPSRUWDQWIRUDVL[KRXUSHUVRQDVDKRXUSHUVRQWRNQRZ
EHFDXVH\RXGRQ¶WNQRZZKR¶VJRLQJWREHVHUYLQJZKR¶ 
 
In some stores the variety of products stocked was diverse and related directly to the amount 
of knowledge that employees were required to have and to be able to recall. An employee noted 
how style name denoted a different fit on the customerVRDVDFRQVHTXHQFHµ\RXQHHGWRNQRZ
them off E\KHDUW¶VRLWZDVFRPPRQIRUVWDIIWRWU\VWRFNRQWRSURYLGHEHWWHUUHFRPPHQGDWLRQV
for customers with different body shapes¶ 0anager). Product knowledge needed continual 
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updating as even stores that did not stock a large number of items held a range of collections 
(or µstories¶ delivered across a given season. It was not just the product, its fit and which 
FROOHFWLRQ LW EHORQJHG WR EXW ZKDW ZDV GHVFULEHG LQ RQH VWRUH DV WKH µF¶V¶: care, cost, 
composition and colour. Each store had its own version of WKHF¶VDQGNQRZOHGJHRIWKHVHZDV
SDUWRIMXVWLI\LQJWKHFRVWRIH[SHQVLYHSURGXFWVWRFXVWRPHUVDQGEHLQJµDEOHWRVD\ZK\WKH\
are expensive and what the differences are from high street shops.¶ (Employee). When 
explaining the difference between a £70 and £150 shirt, one employee provided an example of 
XVLQJSURGXFWNQRZOHGJHWRH[SODLQSULFHGLIIHUHQFHDQGLQWKHSURFHVVUHIUDPHWKHFXVWRPHU¶V
understanding: 
 
«LW¶V WKHVWUXFWXUHRI WKH VKLUW WKHZD\ LW¶VEHHQVWLWFKHG WRJHWKHU ,W¶V VWLOO DYHU\
EHDXWLIXOVKLUWEXWLW¶VMXVWVLPSO\FRQVWUXFWHG[...] LW¶VWKHZD\\RXZRUGWKLQJV[«] you 
FDQ¶W VD\ µZHOO WKDW RQH¶V QRW FRQVWUXFWHG DV ZHOO DV WKDW¶ LW¶V MXVW PRre simply 
constructed. 
 
Moreover, one manager KLJKOLJKWHGWKHFXVWRPHU¶VOHYHORISURGXFWNQRZOHGJHµour customers 
are very discerning. They [«] are very, very knowledgeable about [«] the silk that their ties 
DUH PDGH IURP¶ &XVWRPHUV LQ WKHVH HQYLURQPHQWs do not hesitate to let staff know their 
expectations either: 
 
M\VHFRQGGD\DFXVWRPHUKDGJRWDUHDOO\KLJKSULFHGEDJDQG,GLGQ¶WNQRZDQ\WKLQJ
about it. She actually commented on that to one of the [other] sales assistants that I was 
actually inadequate, those were her words. (Employee). 
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While employees felt that possessing a high level of product knowledge was a fundamental 
FXVWRPHU¶expectation, some employees stressed how product knowledge was an important 
PHWKRGRIVWUHQJWKHQLQJWKHLUVHOOLQJWHFKQLTXHµLW¶VWKHNQRZOHGJHRIWKHSURGXFWWKDWSXVKHV
WKHVDOH¶, noted one employee. This was explained as highlightLQJ DSURGXFW¶V features and 
benefits to convince customers who were unsure about purchasing a product: 
 
:HGRQ¶WH[SHFWSHRSOHWRNQRZHYHU\VLQJOHWKLQJDERXWHYHU\VLQJOHLWHPEHFDXVHWKDW
would be too much, but as long as they can drop into conversation a little chunk of 
knowledge [«] I think it makes it more genuine [«] It just makes the client think, µoh, 
ULJKWZHOOWKDW¶VZK\LW¶VVRH[SHQVLYH¶ and they might buy it. (Manager). 
 
Furthermore, many organisations expected employees to follow recent fashion trends and be 
aware of what was happening in the wider fashion market, to increase their knowledge of 
products and the sector. Employers facilitated this interest in the workplace by providing 
IDVKLRQPDJD]LQHVDQGEUDQGµPRRGERDUGV¶LQWKHVWDIIURRP 
 
Styling skills 
 
Employees could apply their knowledge of products, and utilise their selling skills when styling 
their customers. Styling customers was a significant demand of the job in many stores, and 
employees were given significant discretion and autonomy to suggest an appropriate style to 
their customers: µZKHQVRPHERG\¶VHPSOR\HGKHUHWKH\¶UHQRWFDOOHGVDOHVDVVLVWDQWVWKH\¶UH
called style advisers [«] [as] a lot of [customers] know what they want but you might get 
VRPHERG\ ZKR¶OO FRPH LQ DQG WKH\¶UH WRWDOO\ FOXHOHVV.¶ (Manager). This process of styling 
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extended to building the custoPHU¶VLQGLYLGXDOFRQILGHQFHtrying to understand their needs and 
translate these into an outfit: 
 
What they [the customer] say LVWKH\ZDQWWRNQRZZKDWWKH\¶re going to feel like when 
they're wearing this item, and you need to understand what feeling they want. If they 
want to look smart, you would bring them certain things, and if they want to look 
elegant you would get them other things [«] So we have the W questions. What do 
you want it for? Where are you going to wear it? When is it? What time of the day is 
it? What do you expect out of this event?  
 
Employees were encouraged to be honest with customers about the products that customers 
were buying. In many stores, this honesty when styling ZDVYDOXHGRYHUµWU\LQJWRJHWDVDOH¶
According to one manager this honesty would also extend to politely and subtly informing 
customers if a product was considered inappropriate. In all stores, interviewees suggested that 
selling a product that did not genuinely suit the customer, would result in negative advertising 
for the store and the possible loss of repeat custom. 
 
However, three out of the fourteen stores paid individual employees commission and it was 
obvious that getting sales was very importantDVRQHHPSOR\HHH[SODLQHGµEverything here is 
WDUJHWGULYHQVRLI\RXGRQ¶WKDYHVHOOLQJVNLOOV\RX¶UHQRWJRLQJWRPHHW\RXUWDUJHWVDQGtKDW¶V
not really going to HQGXSZRUNLQJRXW¶0DQDJHUVLQWKHVHVWRUHVDJUHHGWKDWLWZDVLPSRUWDQW
the employees were self-PRWLYDWHG DQG KDG WKH GHVLUH WR VHOO µ, WKLQN WKH\¶YH >VXFFHVVIXO
employees] got a competitive edge. 7KH\¶UHKXQJU\WRDFKLHYHKXQJU\WRVHOO [«] WKH\¶YHJRW
a real willingness to want to help people and probably just got a good work ethic as ZHOO¶,W
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was evident that obtaining sales and meeting targets were deemed more important in these 
commission paying stores. 
 
Training and Development 
 
In order to ensure that the skill that resides in the employee matched the skills demanded by 
the job, the majority of retailers offered extensive training and development. Training focused 
predominantly on product knowledge, selling skills and styling customers. After an induction 
and trial period, where they were gradually provided with information about procedural issues, 
product knowledge and selling skills, employees were expected to be proficient in their job: 
µWKH\KDYHDWULDOSHULRGZKHUHZHZRXOGWUDLQWKHPLQDOOWKHDVSHFWVRIWKHVKLUWVDQGSURGXFWV 
[«] after about 13 weeks they should be an expert in the product.¶ (Manager). 
 
In relation to on-going training, this varied across the brands with some offering off-the-job 
training, while others delivered on-the-job training. In terms of off-the-job training, four brands 
sent employees to head office or the factory to introduce them to the brand and its 
PDQXIDFWXULQJVWDQGDUGV7KLVZDVUHSRUWHGE\PDQDJHPHQWDQGHPSOR\HHV¶DVVRPHWKLQJWKDW
WKH\IHOWZDVDFFRUGLQJWRRQHHPSOR\HHµDPD]LQJ¶VXFKWKDWWKHVWRUH µWDNHVthe time out to 
send a six KRXUSHUVRQWRVRPHERG\WKDWZRUNVIRUKRXUV,W¶VDPDVVLYHH[SHQVHEXWWKH\
UHDOO\EHOLHYHLQWKDW¶7KHSUDFWLFHFOHDUO\SURYLGHGUHZDUGVIRUWKHRUJDQLVDWLRQWKRXJKDQG
one supervisor highlighted how it made employees feHOµLQYROYHd and wanted¶ 
 
On-the-job training was continual and occurred daily or regularly each week or month. 
5HIOHFWLQJRQWKLVSRLQWRQHHPSOR\HHQRWHGµ,KDYHQ¶WH[SHULHQFHGWKLVLQDQ\RWKHUUHWDLOHU
EHIRUH¶In each organisation, the main focus of training was on achieving sales and providing 
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high levels of customer service, and in-depth knowledge of the product facilitated this aim. It 
was clear that training in some stores was comprehensive and encouraged employees to 
understand how the garments were made: 
 
,WGRHVQ¶WWHOO\RXWKLVLVVLONLW¶VVRH[SHQVLYHEHFDXVHLWFRPHVIURPZRUPVLWWHOOV
\RXZK\(YHU\WKLQJ¶VDZK\RUHYHU\WKLQJ¶VDZKDW. I could tell you exactly [«] what 
parts of Italy our suits come frRPEHFDXVHLW¶VPDGHLQIDPLO\-owned mills that only 
provides us with our fabrics, so little things like that. (Manager). 
 
However, at the other extreme, an assistant manager in a franchised Edinburgh retailer 
LGHQWLILHGWKDWWUDLQLQJZDVµIHZDQGIDUEHWZHHQ>KHDGRIILFHUHSUHVHQWDWLYes] come in here 
DQGGRWUDLQLQJOLNHRQFHHYHU\WZR\HDUVRUVRPHWKLQJ¶$WWKH*ODVJRZFRPSDQ\-operated 
EUDQFKRIWKHVDPHUHWDLOHUWKHWUDLQLQJH[SHULHQFHZDVGLIIHUHQWµZHJRWRKHDGRIILFHDQGWKH\
GRGHQLPFDPSXVWUDLQLQJ¶VRIUDQFKLVHVWDWXVFOHDUly makes a difference in the quality of the 
training provided. 
 
Much of the responsibility for training employees fell on store management and it was apparent 
that some managers were much more diligent at developing their people than others. Some 
companies KDGDQµRQOLQHWUDLQLQJFRXUVHDVHULHVRIPRGXOHV¶WKDWSURYLGHVµFDVHVWXGLHVLW
RIIHUVDGYLFHLQWHUPVRIKRZWRVHOODVXLW¶0RUHFRPPRQDFFRUGLQJWRPDQDJHUVZDVWKH
XVHRIDµZRUNERRN¶µZRUNVKHHWVPDQXDOV¶µJORVVDU\¶RUµIROGHUVWKDWWKHFRPSDQ\SURYLGHV¶ 
and the manager was tasked with guiding the employees through. Some form of homework 
was also common, VXFKDVDUHIOHFWLYHMRXUQDOVRµWKH\UHFRUGDOOWKHLUHYLGHQFHVRWKH\FDQ
demonstrate their understanding of it.¶ (Manager), although as this employee noted, homework 
was couched in more appeDOLQJODQJXDJHDVµWDNH-DZD\V¶$OWKRXJKWKLVSUDFWLFH was largely 
21 
 
accepted by employees, it was still unpaid work that people were expected to do in their own 
time, therefore shifting the burden of training onto employees. 
 
A common training method employed in a number of stores was role play, which developed 
HPSOR\HHV¶SURGXFWNQRZOHGJHVW\OLQJDQGVHOOLQJVNLOOV1XPHURXVPDQDJHUVGLVFXVVHGKRZ
they proposed different scenarios and asked employees to sell items of clothing to different 
W\SHVRIFXVWRPHUVµZe do games, like outfit building. :H¶OOVD\[«] ³(ODLQH¶VJRLQJRQDGDWH
tonight´¶6upervisor). This approach was beneficial because it allowed for the sharing of ideas 
between staff. 
 
It was clear that in these high-end stores employees were trained to take on extra tasks and 
responsibilities, such as visual merchandising or managing an area. It was not clear if 
interviewees were given extra pay, though some spoke about opportunities for advancement. 
The knowledge and skills required of employees in high-end fashion retailers can be 
summarised as: selling, product knowledge and styling ability. The skills in the person, innate 
and acquired, are therefore further developed by these retailers by means of fairly extensive 
off- and on-job training and development activities. 
 
Skill as a political concept 
 
7KH LQWHUYLHZHHV¶ SHUVSHFWLYH ZDV WKDW KLJK-end fashion retail was both objectively and 
subjectively better than working in other mass market, high street fashion or general retailers. 
While a small number of interviewees had accidently fallen into their job, the majority had 
made a conscious decision to pursue a high-end position, often moving from mass market, high 
street brands. Reasons given for preferring high-end stores included: the nature of the 
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customers, the work itself, colleagues and the work environment, free clothing and discounts 
(in most stores this was usually 50% and in one store went up to 75%), job security, training 
and development provided and the travel and promotional prospects that derive from working 
for a large international chain. 
 
The stores had very low levels of staff turnover, and several interviewees mentioned the long 
tenure of emplR\HHVLQWKHVWRUHµ,¶YHEHHQKHUHVL[WHHQ\HDUVSDUWRIWKHIXUQLWXUH2QHRIP\
part-WLPHUVVKH¶VEHHQKHUHVHYHQ\HDUV7KHRQO\WLPHWKDWSHRSOHJHQHUDOO\OHDYHLVLIWKH\¶UH
students [«] then they qualify and they go on to get a full-time job¶ 0anager). Another 
manager said, µWXUQRYHU LV PDLQO\ IRU IXOO-WLPH VWDII ZKR¶YH EHHQ SURPRWHG¶ 7KHUH ZDV D
VKDUHGVHQVHDPRQJVWLQWHUYLHZHHVWKDWWKHLUHPSOR\HUZDVµDUHDOO\JRRGFompany to work 
IRU¶HPSOR\HH) and that compared to their previous employers µMXVWIDUPRUHLQWHUHVWHGLQWKH
people that work for them¶0anager). The long tenure may reflect good working conditions, 
DOWKRXJKRQO\RQHLQWHUYLHZHHVSHFLILFDOO\PHQWLRQHGµWKHVDODU\DQGWKHEHQHILWVWKDWLWJLYHV
me¶Panager) as a benefit. 
 
The nature of a high-end retail environment was subjectively perceived to have its own implicit 
rewards. For example, mirroring Besen-Cassino (2014) and Williams and Connell (2010), there 
was often a strong identification and affinity with the products and brand. One supervisor noted 
that: 
 
:KHQZH¶UHKDYLQJDEDGGD\DWKRPH\RXFDQFRPHLQWRZRUNDQGLW¶VDELWRIHVFDSLVP
for you as well. What a nice place to work, with beautiful handbags and beautiful 
FORWKHV¶ 0D\EH ZH FDQ¶W DIIRUG WR KDYH WKHVH WKLQJV EXt when we come to work, 
WKH\¶UHRXUEDJVDQGLW¶VRXUVKRSLW¶VRXUOX[XU\ 
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Interviewees in other stores also talked about the importance of the quality of the products and 
the feeling that these would allow them to feel more honest with customers and sit better with 
WKHLURZQHWKLFDOSRVLWLRQµZKHQ,¶YHZRUNHGLQUHWDLOEHIRUH,¶YHZRUNHGLQSODFHVDQGWKH
VWRFNKDVQ¶WEHHQJUHDW7KHTXDOLW\KDVQ¶WEHHQJUHDWDQG ,DOZD\V IHOW OLNH ,ZDV O\LQJ WR
customers when I was selling to them.¶ (Employee). The opportunity to build relationships with 
customers was also perceived to be a positive, expressed by a range of employees as being 
µFXVWRPHUFDUHEDVHG¶EHLQJµPRUHLQWLPDWHZLWKDFXVWRPHU¶DQGµWUHDWLQJSHRSOHZLWKDORW
RIFDUHDQGNLQGQHVV¶+LJK-HQGUHWDLOZRUNZDVSHUFHLYHGDVEHLQJµPRUHLQYROYHGWKDQMXVW
sort of putting stuff through the till¶ (mployee). Interviewees thus sought to identify 
distinctive elements of working in high-end stores which could be seen to require a higher level 
of skill than work in mass market stores. As one store manager noted in terms of the difference 
between the price sensitive high street and higher priced high-end brands: 
 
,W¶VQRWDFXVWRPHULW¶VDFOLHQW7KHUH¶VQRVHUYLFHLQWKHKLJKVWUHHWLW¶VVWDFNLWKLJK
ZDWFKLWIO\7KHUH¶VQRVWDQGDUGVLQWKHKLJKVWUHHWLW¶VDOODERXWJHWWLQJDVPDQy units 
through as possible in the quickest time possible, and then fill it up again, and the sales 
staff are just replenishment staff now. 
 
The description offered here by interviewees about the distinctiveness of high-end retail 
reflects Pettinger¶V4; 2006) view of such work as being more about selling rather than 
simply serving. 
 
Discussion 
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By unpacking the range of skills required to perform sales work in high-end retail, this article 
has taken up the call by Gatta et al. (2009) and Korczynski (2005) for detailed, in-depth studies 
of service workplaces to highlight the potential diversity in the actual skill content of different 
front-line service jobs. It has, thus, re-considered the assumption that jobs in retail are low-
VNLOOHG µGRZQWURGGHQ WKDQNOHVV DQG UDWKHU KRSHOHVV¶ %R]NXUW DQG *UXJXOLV   ,Q
focussing upon the degree of skill evident in the high-end fashion retailing labour process we 
would argue that this type of work may require a higher degree of skill and knowledge than 
lower-end fashion retailers, in part because of what is required to make a sale and enact the 
desired service in this setting. In doing so we have reinforced the complex nature of analysing 
the skills requirements of work, refining CocNEXUQ¶V W\SRORJ\ and also questioning the 
distinction between soft and hard skills. 
 
Managers were clearly looking for knowledgeable employees who could then apply this 
knowledge in a way that was suitable for the particular customer they were dealing with, in a 
manner consLVWHQWZLWK3HWWLQJHU¶VQRWLRQRISHUVRQDOVHUYLFH. That is not to say that all 
the characteristics sought were necessarily consistent with high skill. Some employers 
demanded attributes such as physical attractiveness, although contextualised and stylised self-
presentation were generally more important, reflecting the desired aesthetic labour for high-
end fashion retailers (Gatta, 2011; Pettinger, 2004; Warhurst and Nickson, 2007a). The 
consumption of style that enabled employees to gain some of the necessary product knowledge 
may be associated with middle classness and affluence, contributing to the idea of a labour 
aristocracy in high-end retail settings (Warhurst and Nickson, 2007b). Indeed, the majority of 
interviewees, including front-line sales staff, were university educated, generally in a creative 
(e.g. photography and fashion) or business field, and such qualifications could be viewed as a 
proxy for middle classness, potentially reinforcing class advantage (Warhurst et al., 2016). 
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Employer demand for the desired soft skills reported here could be seen as companies 
capitalising on class privileged students and graduates, as in other high-end retail settings 
(Besen-Cassino, 2014; Gatta, 2011). As Warhurst et al. (2016) note, employers in services are 
concerned to VHHNDµVNLOOVILW¶which means that particular groups of workers are deemed as 
suited to particular kinds of service work. For the µGHVLUDEOH¶high-end retail outlets we studied, 
our findings are similar to work by Besen-Cassino (2014) and Williams and Connell (2010) of 
employees seemingly having a dual identity as µZRUNHU-consumers¶ (cf. Misra and Walters, 
2016). Furthermore, in the manner that soft skills are sought at the point of entry in high-end 
service settings, there remain concerns about how this process may limit employment to those 
of certain backgrounds, such as those who are deemed to have appropriate aesthetic labour and 
WKHµULJKW¶ORRNWKHLQQDWHFRQILGHQFHDQGSHUVRQDOLW\UHTXLUHGIRUWKHGHVLUHGHPRWLRQDOODERXU
and be university educated (Nickson et al., 2003; Warhurst et al., 2016; Williams and Connell, 
2010). 
 
Although all of the companies that we considered had some prescriptions towards enacting the 
desired service encounter, such as the GOTFAT approach described in the findings, we contend 
that there was also evidence ZLWKLQ WKH µVHUYLFH RIIHU¶ of a relatively high degree of job 
complexity, autonomy and discretion as noted by Korczynski (2005). Our evidence supports 
the contention that high-end fashion retail employees were expected to utilise a high degree of 
emotional labour in selling in a high-end environment (cf. Ikeler, 2015). Thus there was 
evidence of employees utilising selling skills (and having the appropriate personality to enact 
these) as well as the importance of reading customers. Additionally, though there was extensive 
evidence of how employees utilised product knowledge in high-end fashion retailing, their 
work goes beyond making sales to applying product knowledge to help customers make style 
choices. In some instances this placed staff in difficult positions where they may have to display 
26 
 
tact and delicacy to suggest alternative choices to customers. These selling requirements thus 
needed a high degree of contextual skill. Following the typology of Hurrell et al. (2013) where 
higher skilled jobs, even those reliant on soft skills, can be characterised by increased demands 
for contextual knowledge ± &RFNEXUQ¶V skill in the job ± under conditions of managerially 
facilitated discretion, the jobs represented here can be seen to contain elements of skill. Such 
skill existed despite employers using acronyms, manuals and steps to aid customer service. 
Indeed, there may be a case that the substantive and seemingly substantial product knowledge 
required by our interviewees JRHVVRPHZD\WRVDWLVI\LQJ/OR\GDQG3D\QH¶VPRUH
WUDGLWLRQDOFRQFHSWRIVNLOOVKDYLQJµDFOHDUOLQNWRWHFKQLFDOFRPSHWHQFHDQGNQRZOHGJH¶ 
 
In analysing the above we conclude that these jobs contain recognisable elements of skill 
which, in turn, accrue to the worker via experience, practice and mastery ± &RFNEXUQ¶VVNLOOLQ
the worker concept. In jobs which allow skill to be developed and utilised it is, therefore, 
incorrect to separate skill in the worker from skill in the job. It is instead more appropriate to 
consider skill brought to the job by the worker versus skill residing in the worker as developed 
and utilised by the job. :HWKXVSURYLGHDUHILQHPHQWRI&RFNEXUQ¶Vtypology, not seen in the 
work of others (see for example Ikeler, 2015 and Warhurst et al., 2016). &RFNEXUQ¶VVWXG\was 
set in the context of the deskilling of printing where new work practices did not allow workers 
to use their extant skills on the job. Her separation of skill in the worker and job may be more 
appropriately used within such a context, with our refinement used in jobs that do allow skills 
to be used. 
 
The above analysis also casts doubt on whether soft and hard skills should be analysed 
distinctively. We view the overall skill level of a job as determined by various elements, 
residing in the worker, developed and enabled by the job. This overall level of skill can include 
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both soft elements (here epitomised by the use of emotional and aesthetic labour) and hard 
elements (here epitomised by the need for extensive product knowledge). By viewing such 
elements holistically, we can better understand the nature of specific kinds of work.  
 
'HVSLWHWKHUHFRJQLVDEOHHOHPHQWVRIVNLOOQRWHGDERYHZHDOVRUHFRJQLVHG&RFNEXUQ¶VFRQFHSW
of a skill as a political concept, whereby workers may seek to socially construct their own job 
as skilled in order to secure social closure or status (Vallas, 1990). Interviewees believed that 
their work was distinct from work in high street retailers, although many had experienced both 
kinds of work and thus may have made sound objective comparisons. This distinctiveness was 
reinforced by the degree of training received by the majority of these workers, which was seen 
as more comprehensive than training in lower-end retail employers. Despite individuals 
perceiving their work as being higher skilled and of better status than other retail work there is 
still an argument that the jobs remain objectively low quality (Warhurst et al., 2016). For 
example, and notwithstanding the suggestions from a minority of our interviewees that they 
were well rewarded, pay more generally in the retail sector is low (Mason and Osbourne, 2008) 
and more specifically data from the Office of National Statistics (ONS) suggests that pay in 
the clothing sub-sector, investigated here, is lower than other sub-sectors such as food retail, 
which encompasses supermarkets (IDS, 2015). It was also evident that employers expected 
employees to undertake training homework outside working time and without pay, thus 
extracting unpaid effort from workers. That positive subjective perceptions of work coincide 
with elements of low objective job quality is a contradiction that has been noted previously 
when analysing job satisfaction (Brown et al., 2012); a finding we extend into the sphere of 
skill.  
 
Conclusion 
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This article has presented evidence that high-end fashion retail contains recognisable elements 
of skill and is viewed by both managers and employees as skilled work. In doing so it has 
furthered our understanding of retail work; provided in-depth analysis of the complexities 
involved in analysing the skill content of service work; and refined a widely-used typology of 
skills. The elements of skill we uncover DSSHDU WR H[LVW LQGHSHQGHQWO\ RI ZRUNHUV¶
constructions. This is despite acknowledging that some ZRUNHUV¶ DFFRXQWV PD\ KDYH 
emphasised their distinctiveness from other retail workers as a political tool to enhance their 
sense of status and self-worth. We would argue that high-end fashion retail should be seen as 
more skilled than retail work which does not possess the characteristics we have outlined. We 
thus concur with Ikeler (2015) who, despite noting an overall process of deskilling in retail, 
recognised distinctions between different types of retailers RIIHULQJ µGHVNLOOHG¶ and semi-
VNLOOHG¶VHOOLQJContra to Ikeler, however, we would contend that the degree of skill in such 
work goes beyond emotional labour into harder elements of skill, namely product knowledge. 
As both Ikeler (2015) and Mason and Osbourne (2008) respectively note, there may be scope 
for more skilled work in retail whHUHSURGXFWVDUHµQLFKH¶RUµVSHFLDOLVHG¶ and personal service 
provided. We would suggest that high-end fashion retail is an example of such work, though 
would also acknowledge the on-going debate about the extent to which this more skilled work 
is fairly rewarded and in particular whether WKHUHODWLYHYDOXHDVFULEHGWRµIHPLQLQH¶VRIWVNLOOV
continue to be undervalued (Gatta et al., 2009; Korczynski, 2005). 
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